Abstract. Generational relations and entrepreneurialism in organiza-
organizations is increasingly attracting attention from organizational scholars (Parker, 2000; Pialoux and Beaud, 2000) . The effect of broader generational shifts on organizations is becoming an area of interest particularly in studies of labour organizations, the concern being how to unionize and effectively represent the interests of young people (Allvin and Sverke, 2000; Lowe and Rastin, 2000) . The focus on such extraorganizational shifts is also present in a practitioner-oriented literature on how to manage 'Generation X' employees (Tulgan, 1996) . Like their sociological counterparts, a central feature of these studies is the view of generations as social groups whose members manifest similar attitudinal and behavioural characteristics (Corsten, 1999) .
By contrast, the role of generations within organizations is also becoming a research topic in organizational studies (Parker, 2000; Wenger, 1998) . This research shifts the emphasis from whether organizational participants are members of a 'generational unit' (Mannheim, 1952: 303) that has a common outlook on life, to how the notion of generation is used by social actors to differentiate one group from another in 'microsituational encounters' (Collins, 2000: 17) . The appeal by organizational participants to generational differences is one 'way of classifying the identity of self and other' (Parker, 2000: 188) -irrespective of whether the participants have broader generational affiliations. Our study of entrepreneurs is based on a view that is implicit within this nascent microorganizational tradition of research on generations. Namely, the relevance of 'generation' to the study of meaningful social interaction within organizations lies more in the phenomenological certitude of organizational participants expressing the importance of this notion, than it does in their membership of an external social generation whose characteristics they carry into the organization.
Interest in generations within organizational studies has coincided with research into entrepreneurialism (Peterson and Meckler, 2001; Cohen and Musson, 2000; Ram, 2000) . This article bridges the two topics, by examining how entrepreneurial identity is shaped by generational encounters within a small organization context. In so doing, it provides an interactionist alternative to the scientistic tradition of entrepreneurship research, an alternative that we believe complements the current post-structuralist view that entrepreneurial identities in the UK are primarily constructed by a 'discourse of enterprise' (Cohen and Musson, 2000) . Research is presented from an ethnographic study of small firm owner-managers within port and harbour engineering. Drawing on Wenger's (1998) 'community of practice' framework, we show how our informants used their sense of belonging to a 'younger generation' of engineer-managers to construct reflexively a 'stable sense of self-identity' (Giddens, 1991: 54) as entrepreneurs. By entrepreneurial identity we mean that the owner-managers, who left full-time employment and established a new venture small firm (Fenderco), see and talk of themselves as entrepreneurs. Personal identity provides both 'guidelines for Organization 11(2) Articles decision making' (Kärreman and Alvesson, 2001: 64) and a sense of ontological security (Giddens, 1991) . Thus, we argue that the entrepreneurial identity of our informants had two key effects. First, it acted as a catalyst for the decision to embark on entrepreneurial careers by setting up a new venture (that is, self-identification as an 'entrepreneur' predated what Shapero and Sokol (1982: 76) term the 'entrepreneurial event'). Second, the identity sustained them in the transition from securely employed professionals to risk-taking creators of a new entrant firm.
The structure of the article is as follows. The next section identifies existing approaches to studying entrepreneurial careers and selves, and outlines the distinctive analytical framework we use to integrate the concerns of entrepreneurial identity and generational encounters. We then describe the research process and reflect on key methodological issues. Each of the following three sections looks at an aspect of the generational encounters that contributed to the development of our informants' identities as entrepreneurs. In the first of these, we explore how our informants' sense of generational distinctiveness, in relation to their previous managers, was influenced by interaction with industry colleagues of roughly their own age who occupied similar positions. The next section looks at how the owner-managers used the cultural repertoire of the community in a process of self-definition, to distinguish themselves from the older managers for whom they worked. The penultimate section examines how these generational encounters influenced the identities of the owner-managers as entrepreneurs and, in turn, their decision to establish their own small firm. In the conclusion, we highlight some broader implications for the study of entrepreneurs and managerial identity that have emerged from the research.
Situating Entrepreneurial Identity
Our focus on how individuals create entrepreneurial identities contrasts with the traditional concerns of those who study the formation of entrepreneurial persons. One prominent tendency in the entrepreneurial literature is to perceive issues such as why people become entrepreneurs as a solely individual and psychological matter (see Gray, 1998: 7) . The limitations of theoretically and methodologically individualistic explanations of entrepreneurial behaviour are well known (Gray, 1998: 150-5; Chell et al., 1991) . Although numerous studies examine social influences on the decisions of nascent entrepreneurs, most are located in the positivist tradition of entrepreneurial research as science (see Bygrave, 1989) . Consequently, a form of nominalism-the idea that all that exists are discrete objects-underpins their view of 'the social', which is reduced from a complex emergent whole to the working of combinations of discrete variables such as personality traits, educational background, past work experience and family environment (see Bowen and Hisrich, 1986; Laferrère, 2001; Raijman, 2001 ). There are syncretic approaches
Generational Encounters and Entrepreneurial Identity
Simon Down and James Reveley that attempt to avoid the flawed positivist attempt to achieve by empirical hypothesis testing a 'complete' understanding of the formative influences on the entrepreneurial person. However, even these are often undermined by legitimizing reference to equally 'scientistic' theoretical props, such as chaos theory (Peterson and Meckler, 2001) .
We agree with Reynolds, who laments the inattention to 'how individuals construct their social world to entrepreneurial behaviour ' (1991: 67) . Despite recent qualitative micro-sociological studies of entrepreneurs and small firms (for instance, Ram, 1994 Ram, , 2000 Holliday, 1995) , the social formation of the entrepreneurial self is still an underdeveloped topic of research. Thus, rather than offering a comprehensive review of the characteristics of the orthodox entrepreneurial literature, in the remainder of this section we outline our distinctively micro-sociological approach to that topic. We begin this discussion by engaging with current research within organizational studies that has gone some way toward rectifying the neglect of self-identity. Cohen and Musson (2000) attempt to compensate for the determinism of du Gay's 'culture of enterprise' arguments (see Fournier and Grey, 1999) by using a post-structuralist and fieldwork-based approach to demonstrate how entrepreneurial identities are currently being produced in Britain. They maintain that the 'discourse of enterprise' is not 'monolithic', in the production of work-based identities, because it is 'appropriated and used by people in a variety of ways depending on their position, circumstances, and the economic/social/cultural/political world(s) in which they live' (Cohen and Musson, 2000: 46) . However, this begs the question of how those worlds, particularly the social world of the entrepreneur, are created in the first place and how they articulate with self-identity. In addition, the 'reproductionist' tenor of their argument (concerning the reproduction of existing orders) places real limits on the extent to which agency and reflexivity can be imputed to entrepreneurs. Whatever the entrepreneurs think and do, however they regard the enterprise culture, 'they are inevitably reproducing it through their involvement with the daily practices which are imbued with the notion of enterprise' (Cohen and Musson, 2000: 31) .
In contrast to the concern with hegemony and the (re)production of social structures that permeates this research on entrepreneurial identities, our article emphasizes agency through an approach that we broadly label 'interactionist' (after Weber, 2001) . From classical sociological interactionism, we take the primacy of face-to-face interaction in the development of selves and social worlds, which are 'emergent' (Mead, 1967; Strauss, 1993) . However, we eschew the socialization focus of this tradition in favour of the view that identities are pluralistic accomplishments, which develop through a process of 'negotiating the meanings of our experience of membership in social communities' (Wenger, 1998: 145) . 1 In line with Wenger's focus on situations and practice, our analysis stresses the 'situated character of self-identifications' (Fine, 1996: 112) .
Organization 11(2) Articles
That is, the key site of identity formation, and source of 'identity materials' (Kärreman and Alvesson, 2001: 60) , is the immediate social and technical context of work (see Fine, 1996) . In developing an identity in organizational settings, individuals actively use visible 'markers of difference'-such as age, occupation, tasks performed, or spatial location-as identity materials with which to establish a sense of 'sameness' with some and 'difference' from others (Parker, 1997) . Undoubtedly, broader cultural values that influence the 'cultural toolkit' (Fine, 1996: 113) of individuals affect how they interpret and use such materials. However, the 'local and specific meaning' (Kärreman and Alvesson, 2001: 83) and significance of those materials, such as age differences, is established only in specific micro-social 'settings' (Weber, 2001) . As Parker (1997: 118) insightfully observes, 'what is "good to think with" is a locally contingent issue', and 'the symbolics of these differences will be context dependent because sameness and otherness will be deployed in different ways in different contexts'. In small firms, there are a variety of identity materials that owner-managers use to differentiate themselves from others, in establishing a sense of who they are (Fournier and Lightfoot, 1997) . Our case draws attention to age differences, which are taken to signify generational distinctiveness, as the basis for entrepreneurial identification(s).
In our study, the key micro-situational influence on identity formation is the owner-managers' participation in a 'community of practice' (Wenger, 1998) . A community of practice can be considered to exist among persons whose interaction effects 'mutual engagement, a negotiated enterprise, and a repertoire of negotiable resources accumulated over time' (Wenger, 1998: 126) . Community of practice is used in this article to refer to a group of industry professionals, whose mutual engagement centred on design, sales and business practices-with the desire by the younger generation to introduce more 'modern' practices. The boundary of the community is defined by the small firm where our informants worked prior to setting up their own business, together with those outside that firm-in similar occupational roles-with whom they had regular contact in their business dealings. The concept is especially useful given the key role that 'generational encounters' play within communities of practice as sites where identities are socially forged (Wenger, 1998: 99) . Following Goffman (1972: 18) , a generational encounter entails physical co-presence and sustained face-to-face interaction which allows 'for a circular flow of feeling among the participants'. We argue that these encounters, through their impact on identity, are important to making the 'decision "to entrepreneur" ' (Reynolds, 1991: 64) and realizing that decision by sticking with it.
The use of the term 'community' does not 'imply harmony or collaboration' (Wenger, 1998: 85) , and the potential for conflict is ever present within communities of practice. In our case, the generational encounters within the community of practice resulted in antagonism between its
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Simon Down and James Reveley older members and younger members. Our informants were critical of the older business owners whom they worked for prior to forming their own small firm, and they highlight their entrepreneurial distinctiveness in relation to this 'old guard'. They came to define themselves as part of a 'generation' of younger engineer-managers in the industry, with a desire to change 'outmoded' business attitudes and management practices. While our informants' relations with their previous employers were characterized by what Shapero and Sokol (1982: 83) refer to as 'negative displacements', there is also a strong sense in their accounts of having learned from this 'older generation'-a sense of continuity and engagement through shared practice. The learning and identity focus of the community of practice idea allows us to 'wrap' both dimensionscontinuity and displacement-within one conceptual framework.
Methods and Research Background
This article is based on a two-year ethnographic study of Fenderco in England; a broad outline of which is provided in Down (1999) . Fenderco is a small joint-venture firm with larger corporate partners based in Europe and Australasia. The company designs and sells fenders: large steel and rubber structures that are designed to stop ships and wharves from being damaged in berthing procedures. There are two ownermanagers (Paul and John) and four employees. Prior to establishing Fenderco in the mid-1990s, the owner-managers had worked together for Harbourco, another company producing fenders. Their experiences while working for Harbourco led them eventually to set up Fenderco.
The research methods employed in the study ranged from unstructured and semi-structured interviews, notation of other conversations, observations and participation in various business settings (meetings and construction sites) and social settings (both in local pubs and homes) with owner-managers and employees. This close proximity and research access, which is difficult and rare in studying small firms (Curran and Burrows, 1987; Holliday, 1995) was made possible by a long-standing friendship between Paul and one of the researchers (SD). Previous studies, such as those by Hobbs (1988) , Ram (1994 Ram ( , 2000 and Kondo (1990) , have shown that there are both advantages-and risksassociated with using extant relationships to gain access and to conduct 'close-up' research in entrepreneurial settings. However, if one accepts the analytical raison d'être of contemporary ethnography, and realize that ours is but one interpretation of these events-albeit one which we believe true (Watson, 1997a )-then the risks are indeed worth taking.
To the extent that the unfamiliarity of researcher and informant typically encountered in fieldwork may challenge the researcher's sense of self as a skilled participant in everyday life (Czarniawska, 1998: 41) , the 'personal' nature of our research made the identity work of the fieldOrganization 11(2) Articles worker (SD) less difficult than it might otherwise have been. Specifically, the fieldworker had previously been a small business owner, and he used events from his own biography to aver a sense of 'sameness' with Paul and John. Inevitably, the friendship ties also heightened the role anxiety experienced by the fieldworker-was he their friend, researcher or muse? However, by increasing the empathy on each side during the research process, the social ties ultimately diminished the 'identity threat' (Czarniawska, 1998: 42) experienced by researchers that sometimes precedes or accompanies this blurring of roles.
There are some further potential methodological limitations that need to be addressed. The first is in regard to the generalizability of our (or any) single case study. There are, in fact, good reasons to suppose that generalizations can be made from in-depth research. Watson, for instance, has argued that detailed study of managers 'is a means of generalizing about processes managers get involved in . . . rather than "all managers" . . . It is a matter of generalizing theoretically rather than empirically ' (1994: 7) . We focus on how the owner-managers feel and think about their past, present and future-subjective processes of identity formation. It is unreasonable to assume that these reflexive processes have not formed part of other managers in similar contexts.
The second limitation of ethnographic single-case theorizing relates to the importance to Paul and John of their 'generationalized' talk. Ultimately, this relies on the ability and skill of the researchers to produce a convincing account. It also relies on the very length and intensity of longterm ethnographic research that produces the sense in which we as researchers have a good 'feel' for what was important in their lives. We believe that more mechanical means of establishing importance, such as content analysis (where importance is often arbitrarily and erroneously equated with frequency), are not appropriate (Ackroyd, 1996) . The majority of the research discussed in this article is based on discussions with the owner-managers about their life and career histories and the critical events and contexts that saw them start and run Fenderco. We did not seek to ask about or find generational phenomena. It was Paul and John who told their stories about 'young guns' and 'old farts'. Their account is one of genesis, of leaving secure employment and starting a new venture. Paul and John had not done this previously or subsequently. It is clearly a major event in their careers and life histories.
Third, Paul and John are giving accounts of past events, situations and decisions. In ethnographic research, there is always the danger that such accounts will be coloured by current circumstances. However, identity formation is an inherently temporal process (Wenger, 1998: 154) . So it is unlikely that contemporaneous observation of the generational encounters would have allowed the effects of these encounters on identity to be teased out. The following sections look at three aspects of those encounters.
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'Growing Up Together': Generational Affiliation and Antagonism
Paul and John developed their careers at Harbourco, within a set of relationships that extended beyond the boundaries of this firm, which we describe as a community of practice. A central element of the generational encounters between them and their Harbourco managers was Paul and John's interaction and consequent sense of affiliation with other industry colleagues who occupied similar positions to their own. From their managers they learnt the business of port engineering, but through their interaction with engineer-managers in related organizations they came to develop both an awareness of generational difference and an affinity with the 'younger' generation. At one point John was talking about his early days working as an engineer-salesman in the fendering industry with Paul, and commented that:
. . . it was fun because most of the guys we were dealing with were younger engineer[-managers] about our age. We were getting more responsibility, they were getting more responsibility. We had the ability, the authority . . . the financial discretion to decide how much we were going to sell it for, what sort of profits we were going to make. Likewise, these guys that we had grown up with, if you like . . . a lot of them were now getting the discretion to spend more money.
From the early days of their occupational socialization they identified with others in different rubber and port-related organizations operating in similar sales/design-engineering job roles at the equivalent organizational level. Throughout the research these developing contacts and relationships were described as a means by which Paul and John felt connected to the industry or, in our terms, the community of practice. They-a disparate collection of individuals engaged in building a career-'grew up together'. This collective sense is made explicit and explained in the following statement by John, which highlights the relationship between senior and junior staff within the industry:
It [the 'old fashioned' way of doing business] is also the way that [our old managers] always used to work. It was the old school brigade and the generation of people they were dealing with was the generation of older [guys] . We were dealing with the much younger guys, the guys who were doing all the work. Now they [managers of the older generation] could have an influence to make the younger guy do it a certain way. Fewer of these guys [managers of the older generation] were around, they were beginning to retire or die or get promoted into [senior, non-operational] management roles where they were not in charge of engineering departments anymore: they were in a management position, so they had no influence on what was being done in the engineering department. Our influence was to those people that mattered.
This quote also shows a generational alignment with the operational and hands-on roles of port engineering on one side and those more senior managers who are not engineer-managers any longer on the other. It is Organization 11(2) Articles thus the job role and organizational position that creates the conditions for a sense of generational affinity. That is, the career paths of individuals in this industry coalesce at certain individually and temporally consistent junctions.
Paul and John perceive a commonality of practice, even if that practice is organizationally disparate. There is a collective sense of being part of a group of engineer-managers who have 'a stake' in the industry, a sense therefore of 'mutual engagement' (Wenger, 1998: 291) . This group is cleft between the 'old farts' who defend and maintain the way that things have been done in the past, and the 'young guns' who have a general desire to replace 'outmoded' management practices and business attitudes. While those outside the firm may be closer to the 'periphery' of the community of practice, as a bounded locale characterized by intense face-to-face interaction, the effects of interacting with them were nonetheless described by Paul and John as an important influence on how they viewed their Harbourco managers. Next we look at how generational difference is signified through engagement with cultural practice and socio-technical artefacts.
Cultural and Socio-Technical Signifiers of Generational Difference
This section explores how Paul and John interpreted and made use of the cultural and socio-technical aspects of the community's shared 'repertoire of negotiable resources' (Wenger, 1998: 126) , as a palette on which to compose new self-representations, identities and practices. We examine how those resources were used by Paul and John to differentiate themselves from the 'older' generation of managers for whom they worked-which entailed 'a formulation of "them" and "us" ' (Parker, 2000: 199) . That differentiation was a crucial part of the process by which they came to define themselves as 'young gun' entrepreneurs.
Paul and John articulate a rhetoric of redundancy for the past way of doing business, and a sense of helping to effect changes in business culture. John, for instance, in explaining why they were currently getting involved in 'partnering' arrangements with some of their larger contracting companies, said that:
The eighties was aggression. The nineties is, if you like, reconciliation and discussion, negotiation, 'let's do it', let's use a bit of common sense here. Let's not kill each other in the process. Business can be fun or it can be nasty. Let's make it a bit more enjoyable and profitable for everyone.
Furthermore, when talking about how the industry association gives out awards at conferences for excellent design and engineering work, Paul commented on how 'the post war generation business managers in Britain tend to have the grand title of Chairman of Manufacturing when the company has two or three people'. Indeed, John, at one point compared his earlier employment under the 'old guard' to his perception of business being 'old fashioned' in contemporary Ireland:
Generational Encounters and Entrepreneurial Identity Simon Down and James Reveley
I imagined that must have been like business years ago when [our managers] started up [Harbourco] . There was very much a protocol which you had to follow and business etiquette, and these [are] . . . all broken these days. Things would work, very old fashioned, slow, very laborious. [There was a] formality to business. [Now,] rather than addressing somebody as 'Mister' all the time . . . you are calling them by their first names. And I think this is all to do with the advent of fax and e-mail and things like this, everything is much more informal.
More concretely, Paul 'became more and more disillusioned with them [Harbourco's managers]' because of the way that 'technology was moving on' and the way the 'market was changing'. Similarly, Paul said that:
There was always a certain amount of chaos within the company and they [Harbourco managers] under-performed. Half the letters they were sending out to potential customers [were] apologising for not sending the quote they should have sent two months ago. And this went on and on. So, there were a lot of aspects of the company that I really was not impressed with although I liked the people.
These quotes reflect Paul and John's perceptions-both in general and specifically in relation to their Harbourco managers-of the now superseded generation of business managers as living in a different business world.
Paul and John's engagement with the cultural traditions of the industry, in a way that differentiated themselves from the Harbourco managers, also is evident in relation to socio-technical artefacts. Indeed, 'the artefacts used within a cultural practice carry a substantial portion of that practice's heritage' (Lave and Wenger, 1991: 101) . To Paul and John new technologies were transparent, visible and relevant. They felt that to the Harbourco managers these artefacts were opaque, invisible and irrelevant. In the eyes of Paul and John, this engagement with socio-technical artefacts (such as the use of fax and e-mail, described below) became emblematic of the generational differences between the 'young' and 'old' managers. As Mannheim noted, albeit in another connection, when a new generation approaches a familiar problem, 'fresh contact (meeting something anew) always means a changed relationship of distance from the object and a novel approach in assimilating, using, and developing the proffered material ' (1952: 293) .
It is no surprise then, to find that with the introduction of new technologies and novel business practices people will adopt different strategies of use and acceptance as well as employ the new as emblematic of broader change processes. Clearly, the owner-managers align themselves with the new technology and identify the older technology with the older generation of business managers. Paul spoke, for instance, with wry amusement about the old technologies of business:
[There was the] telex, a machine which you used to type on a little tape and run it through and it was typed on a typewriter. I think by the eighties we'd got our first golf ball machine. Communications were slow, telephone Organization 11(2) Articles systems were manual things where you used to pull little levers and connect to.
An important aspect of generational encounters is younger people coming into contact with the established repertoire (or cultural tradition) and using it to create new sets of meanings (Wenger, 1998: 83) . That process of mutual engagement around a socio-technical or cultural repertoire plays a significant role in delimiting generational groupings within a community of practice. A key aspect of this engagement is the way in which younger members of the community make explicit aspects of the underlying assumptions of that tradition. Paul and John's decision to break with Harbourco involved in part rendering discursive the business and cultural practices-a bringing to the surface of the 'theories-in-use' (Argyris and Schon, 1974 )-of the older managers for whom they worked. It involved a conscious decision to substitute for these a new form of management practice through the establishment of a new entrant small firm.
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This section looks at Paul and John's decision to establish Fenderco, and how it was supported by a sense of themselves as entrepreneurs-an entrepreneurial identity-which emerged out of the generational encounters with their Harbourco managers. Fendering is an integral, but relatively minor, activity in the operation of ports, with not insubstantial barriers to entry. Paul and John were therefore by no means inevitably destined to set up their own firm. Indeed, the obstacles to so doing were not insignificant when compared to the alternative of remaining securely employed at Harbourco.
A key identity resource that Paul and John drew upon in identifying themselves as entrepreneurs, and acting accordingly, was their definition of their managers as members of an older generation. By juxtaposing themselves against the dull routine of the 'old farts', Paul and John asserted their entrepreneurial identities. At one point Paul, for instance, commented that 'when they [the two Harbourco managers] sold out, [the larger company] thought they had just bought these two great entrepreneurs-the two managers. They had not realised there were a core of people beneath them.' Paul and John came to feel that it was they, not the two managers, who were the entrepreneurs. Paul, for instance, talking about himself as an entrepreneur, said that: 'There are very few people that I have worked with . . . that are prepared to take that risk to run their own business. And that's what sets entrepreneurs above employees. Business is about creating money, employing people.' While at Harbourco, Paul and John increasingly contrasted themselves (in the words of the former) with people whose 'personal objective is the security of having a job and not wanting to put anything on the line'.
Generational Encounters and Entrepreneurial Identity Simon Down and James Reveley
Paul and John both worked at Harbourco as employees while in their late twenties and early thirties and were quite likely to succeed the two managers had they stayed. At one point a larger foreign company bought out Harbourco, but it retained the two founding managers. The managers retained their overall management roles, but were increasingly perceived by Paul and John as obstacles to developing the company into new markets that were emerging as a result of the recent merger. Paul and John were also disappointed and frustrated at the lack of ambition from the managers, who they regarded as having 'sold out' (literally and figuratively), and were irritated at doing the managers' jobs, but not receiving the appropriate recognition or rewards. This increasing frustration and sense of generational antagonism is shown in this comment from John:
We had a few ructions and arguments with the management within Harbourco, and we started trying to stretch our wings and flex our muscles a bit more. And it worked, and it didn't [work]. Some of it backfired on us, because we realised that [name, Harbourco manager] was just spending all his time down the pub. And you were looking at the orders coming in and ninety percent of them, ninety percent of the business of that company, were being generated by Paul and myself. We realised that we were worth a lot of money to this company [the newly merged Harbourco] because we were making a lot of profit, and we knew that that profit was coming from us: that we were winning! We had this frankly not very competent This quote shows not only a sense of increasing awareness of their own abilities to create wealth, but also how this is set against an increasingly frustrated and antagonistic relationship with their managers. As Parker notes, to use the visible marker of age to establish a managerial identity 'is to comment on the inabilities of others just as it celebrates the expertise of self ' (2000: 204) . By taking age differences as emblematic of generational discontinuities, Paul and John used those differences as resources with which to construct and maintain an entrepreneurial identity, based on highlighting the deficiencies of the previous generation of managers. That identity sustained and justified breaking with previously stable employment and professional peers, through the creation of a new firm (Fenderco). Fenderco, in turn, was a vehicle that provided the material and symbolic resources for sustaining a secure sense of self as 'entrepreneur'.
To a certain extent, the owner-managers were 'pushed' into creating their own firm by their feeling of exploitation, dissatisfaction at what they perceived as poor management, and a clash of aspirations for the future of the business-what the orthodox entrepreneurial literature might refer to as job-related negative displacements (Shapero and Sokol, 1982: 80) . Certainly, this sense of rupture, in breaking with Harbourco, is Organization 11(2) Articles present in the talk of Paul and John. For instance, John talked about how one of the Harbourco managers 'was really an obstacle for progressing things [their careers and the business success] any further. [Voicing the Harbourco manager's objections and his own reply] "Oh no, we have always done it that way." "[Harbourco manager's name], you have to change if you want to win more business"'. However, the relationship between these 'young guns' and 'old farts' was not entirely dominated by conflict, despite these antagonisms. A significant element of continuity associated with mutual engagement in practice and learning from the older generation was intertwined with these negative experiences. Both Paul and John acknowledged that they learnt from their previous managers. For instance, Paul said that they 'taught us how the whole financial mechanisms of running companies worked'. Similarly, they had respect for their managers, as indicated by Paul's remark that 'we could have gone to another company and got a job, but . . . it would have been disloyal . . . [so] the right choice was to set up our own business'.
By bringing the process of self-formation into view, one can capture the positive and incremental aspects of the social context of the decision by Paul and John to establish Fenderco-the sense of learning, but also being stifled by existing practices and opportunities. This tension is analogous to the double bind of the apprentice, as described by Lave and Wenger (1991: 115) , where there is a contradiction between the need to engage with existing practice in the community (continuity), but at the same time have a stake in the development of that practice (change). Paul and John were keen to challenge traditional interpretations of business practice in their industry and offer 'alternative interpretations' (Demartini, 1985: 2) . Specifically, Fenderco espoused a sophisticated design and technology ethos and a higher degree of service orientation than was common in their industry. In one conversation, for example, Paul described how 'the market is becoming increasingly technologically sophisticated. Ports are having to use specialist fendering firms. Gone are the days of just using old tyres for fenders. What we [Fenderco] offer that's different, is eloquence, better design and more cost effectiveness, where there is better downstream maintenance effectiveness.' This ethos represented a distinctive shift away from the business practices of the older generation.
The impact of the generational encounters at Harbourco is not only a thing of the past for Paul and John. The generational aspect of their entrepreneurial identities influenced subsequent business relationships. This became apparent when talking to Paul about a trip to visit the 'bosses' of the parent company in Australia. Paul and John had since starting Fenderco also set up a number of additional limited liability companies to supplement the fendering business, which were independent of the Australian corporate parent and the European joint-venture partner. Paul spoke of how the parent company was not pleased by Fenderco's diversification or, apparently, its success. Paul said they 'were Generational Encounters and Entrepreneurial Identity Simon Down and James Reveley annoyed that Fenderco, rather than remaining a poky little outlying office was now worth more than [the parent company]'. Paul referred to the parent company's managers as 'backward' and a lot of 'old fogies', and elaborated that 'these old men want to retire, they want to take their investments. They want control over it [the whole partnership], but they don't have that because of the entrepreneurial nature of the joint venture [Fenderco and its European partner]'. This talk of 'old men' and lack of entrepreneurial drive is reminiscent of Paul's attitude to his previous managers at Harbourco. Regardless of his claims of financial superiority over the parent company, the apparent 'generationalized' antagonism remains a prevalent feature, serving to maintain his entrepreneurial identity in the face of corporate control. John, the other owner-manager, confirms the enduring nature of generational thinking when he realizes that he too will become part of the older generation:
I am sure the time will come for us when all the people we are dealing with are far too senior to have any bearing on our type of work, in which case we will have other people coming up to fill that role.
Conclusion
Our specific purpose in writing this article has been to highlight an important aspect of the formation of entrepreneurial identities by taking seriously the accounts that actors give of encounters that they define as 'generational' in nature. The analytical approach we have used, focusing on micro-socially situated interaction in communities of practice, draws attention to aspects of the formation of entrepreneurial persons that are ignored in extant studies of this process which are informed either by positivism or post-structuralism. Insofar as these tendencies of thought permeate organizational studies, our analysis contributes to the wider dialogue about the study of managerial self-identity in organizational settings, including those without a distinctively entrepreneurial element.
To the extent that the positivist tradition of managerial research renders human experience of organizational life a 'subjective' reaction to 'objective' phenomena, questions concerning how individuals meaningfully construct entrepreneurial identities simply do not arise. In this context, qualitative studies of managerial selves, which draw on poststructuralism, are like a breath of fresh air (Watson, 1997b; Thomas and Linstead, 2002; Cohen and Musson, 2000) . They take human experience seriously by demonstrating how managers reflexively construct their identities, which, in turn, are conceptualized in a non-essentialist manner. However, there are methodological consequences that result from the focus on experience as being textually mediated, and consequently the weight given to discourses-writ large-in shaping self-identity. Given the ubiquity of du Gay's 'culture of enterprise' as a scholarly shibboleth in the UK (Fournier and Grey, 1999) , the concern of organizationally Organization 11(2) Articles sensitive studies of entrepreneurial persons with dominant discourses and power relations (Cohen and Musson, 2000) , while important, too easily slips into 'reproductionist' arguments with a quasi-functionalist undertone. That tendency, in turn, detracts from an important aspect of identity that the post-structuralist concern with 'the other' usually highlights, namely, that identity concerns both similarity to some, and difference from others, at the same time (Watson, 1997b) .
In contrast, we have drawn particular attention to the active use by individuals of 'dividing strategies' (Parker, 1997: 135) , drawing on localized identity materials, in the formation of entrepreneurial identities. Throughout our concern has been to show that Paul and John used their encounters with the older managers to define themselves as entrepreneurs, through an oppositional strategy of setting themselves against the 'older generation'. Those encounters, in turn, were influenced by Paul and John's interaction with younger engineer-managers in the wider industry-with whom they developed a sense of affiliation. In the process of self-definition, Paul and John utilized the cultural repertoire of the community of practice, manifest in business culture and cultural artefacts, as materials with which to construct new meanings-new attitudes toward business, a sense of the new replacing the old, and a sense of themselves as entrepreneurs. Thus, we have sought to emphasize the 'construction of persons by interactions and by appropriated things' (Weber, 2001: 479) , rather than by politicized discourses or discrete nominalistic influences rendered as variables.
Entrepreneurial identities are as much established through face-to-face interaction in work-related situations, using the materials presented to individuals in those situations, as they are (re)produced by an 'external' discourse that is embraced to varying degrees by individuals, and which has hegemonic effects. If individuals 'interpret the discourse of enterprise in ways that make sense in terms of their particular circumstances and experiences' (Cohen and Musson, 2000: 34) , the notion of participation in a community of practice helps to conceptualize the work-related social milieu of 'the entrepreneur' that, in the first place, contributes to the circumstances and experiences through which discourses such as 'enterprise' are refracted. In relation to extant post-structuralist studies of entrepreneurs (Cohen and Musson, 2000) , we therefore regard ours as a complementary, rather than competing, approach with which to challenge further the scientistic orthodoxy within entrepreneurial research.
The recent interest in generations suggests that it will be a topic of importance to organizational scholars; by addressing the issue of selfidentity we provide a focus for further generational research within organizational studies. In addition, we have inserted consideration of subjectivity into entrepreneurial research whose view of generational phenomena is limited to inter-generational wealth transfers and kinship generations in family-owned firms. We also contribute a distinctive interactionist perspective to the study of managerial self-identity. Each
Generational Encounters and Entrepreneurial Identity
Simon Down and James Reveley individual constructs their identity from a complex and unique combination and range of materials, but these materials assume meaning only within a specific 'social setting' (Weber, 2001) . Using the conceptual vocabulary of Wenger's community of practice framework, our case study of entrepreneurs has drawn attention to the micro-situational aspects of that setting, in terms of the mutual engagement of physically co-present individuals around shared practices and cultural repertoires. Situational, encounters-based approaches of this type merit wider application in the analysis of the management of identity and the identity (or identities) of managers.
Notes
1 Kärreman and Alvesson support this avoidance of a socialization orientation to self-identity (2001: 64) . To the extent that Wenger accepts the 'situatedness of experience ' (1998: 281) , a 'social community' is understood as consisting of patterns of face-to-face interaction, localized practices and shared meanings. This approach is therefore consistent with our micro-sociological emphasis on encounters in shaping identity.
